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ABSTRACT 

The pharmaceutical industry is a critical driver of improved healthcare outcomes, significantly enhancing 

quality of life. Its growth has been fueled by increasing demands driven by the rising prevalence of chronic 

and age-related diseases and shifts in medical practices. This expansion has necessitated innovative and often 

complex marketing strategies to influence prescribing behaviour among doctors. The pharmaceutical industry 

is heavily regulated, particularly in its marketing efforts, where direct consumer advertising is prohibited. 

Instead, pharmaceutical companies direct their marketing strategies towards doctors, who play a pivotal role 

as decision-makers in determining which drugs patients receive. These marketing efforts are designed to foster 

relationships, disseminate product information, and ultimately encourage the adoption of specific drugs. These 

various marketing activities are directed towards doctors beginning as early as medical school and continuing 

throughout their careers. Such strategies are designed to build relationships and shape doctors' prescribing 

behaviour, with the ultimate aim of increasing sales for pharmaceutical companies. However, the influence of 

these marketing activities has raised concerns regarding the rationality of prescribing, the quality of prescribed 

medicines, and potential conflicts of interest. The balance between marketing efforts to boost sales and 

ensuring the responsible prescription of cost-effective medicines remains a challenge. In a country like Nepal, 

there are specific concerns regarding the quality of locally produced pharmaceuticals and the preference for 

multinational brands. This study aims to explore the various marketing strategies employed by pharmaceutical 

companies between 2019 and 2023, focusing on their impact on doctors' prescribing decisions. Key 

promotional tactics include the provision of free drug samples, sponsorships for medical education, and 

personal interactions with medical representatives (MRs). The findings indicate that promotional efforts, 

particularly those involving personal engagement by MRs, significantly shape doctors' drug prescriptions. 

However, this influence also raises ethical questions, with concerns over the potential for irrational prescribing 

and the role of gifts and incentives in shaping medical decisions. 

Keywords: Pharmaceutical Marketing, Medical Representative, Doctor's Decision, Prescribing Behavior, 

Ethical concern 

INTRODUCTION 

The pharmaceutical industry is subject to strict regulations. This industry is distinct from others since 

pharmaceutical companies are unable to advertise their drugs through print or electronic media [1]. 

Pharmaceutical companies target doctors with their marketing activities. Doctors are the gatekeepers or 

decision-makers who decide which drug a patient should purchase [2]. Moreover, doctors have an impact on 

the purchasing decisions of their patients. Interactions between pharmaceutical companies and doctors 

typically begin during the first year of medical school and grow throughout their professional careers [35]. A 

prescription is the doctor's final choice among a variety of options [1]. Thus, doctors become the centre of all 

the marketing activities done by pharmaceutical companies. A doctor’s prescription of the drug may be 

influenced by the extent of marketing efforts done by pharmaceutical companies [9]. In pharmaceutical 

marketing, strategies are designed for the doctors (customers) and not patients (consumers) [2]. Therefore, 
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most pharmaceutical companies devote significant time and resources to marketing strategies designed to 

persuade doctors to prescribe their products [18]. Moreover, pharmaceutical companies allocate a substantial 

portion of their marketing budgets to influence doctors' prescribing behaviour, aiming to boost sales of their 

medicines. Interestingly, the expenses on marketing activities by these companies are more than double what 

they invest in developing new drugs [19]. Consequently, they focus heavily on identifying and employing the 

most effective promotional tools to maximize sales and revenue [13]. The relationship between doctors and 

pharmaceutical companies represents a conflict of interest a clash between doctor’s professional 

responsibilities and personal financial interests [36]. 

Moreover, according to [10], growing competition has led pharmaceutical companies to incur higher costs due 

to the need for more medical representatives for doctor visits, with 30% of their marketing content remaining 

unused. 

Misleading information from pharmaceutical promotions is one of the main factors causing the inappropriate 

use of medicines. [25]. Moreover, the knowledge of the doctor about drugs has been shown to correlate more 

with pharmaceutical marketing materials than with the medical literature [35]. Promotion strategies of 

pharmaceutical companies often cause problems like irrational prescribing, reduced trust between patients and 

doctors, and higher medicine costs [30]. A study reported that forty per cent of prescriptions in seven hospitals 

in Lebanon contained errors, with nine per cent involving unnecessary medications [22]. 

This may be due to promotional strategies of pharmaceutical companies targeting physicians to increase the 

acceptance of their products. Moreover, low-quality drugs could lead to drug resistance, endanger patients' 

lives, and create an economic and social burden on society [32]. 

Reference [20] asserted that the information provided by pharmaceutical companies during drug 

advertisements does not follow the recommended criteria and promotes irrational prescribing behaviour. 

Pharmaceutical companies' promotion strategies often cause problems like irrational prescribing, reduced trust 

between patients and doctors, and higher medicine costs [5]. The question of whether marketing or innovation 

is the primary force behind the pharmaceutical sector has been at the centre of the discussion [30]. However, 

several factors contribute to the inappropriate use of medicines, including misleading information provided 

through pharmaceutical promotions [25]. Likewise, moreover, according to reference [1]. The quality of 

medicine in Nepali pharmaceuticals is of grave concern even though it is certified by WHO GMP. Marketing 

efforts influence doctor’s prescribing behaviour significantly affecting the health outcome. However, in the 

context of Nepal, brand prescribing has led to a situation where medications are chosen depending on the 

prescriber's preferred brand rather than quality [37]. Moreover, according to reference [12] quality of medicine 

has been a major concern in the context of Nepal. The author further adds that for the same reason, doctors 

tend to prefer multinational over domestic brands. The increasing prevalence of pharmaceutical marketing by 

pharmaceutical manufacturers may undermine trust in doctors and healthcare institutions [39]. However, the 

study by [36] challenges these findings, concluding that there is no significant relationship between awareness 

of doctor-pharmaceutical financial ties and trust in physicians. 

Not all promotion leads to the misuse of medicines. There is a tension between manufacturers' efforts to boost 

sales and the need to encourage the careful use of the most cost-effective options [25]. According to [34] 

doctor's decision to use a particular drug is largely rational, thus, marketing communications should focus on 

persuading the doctor of the medicine's benefits and superiority over existing treatment options. Physicians 

consider several factors when choosing a brand for medication [5]. Likewise, the quality of medicines and 

supporting evidence regarding the efficacy of the drug were the important strategies used by pharmaceutical 

companies that influenced doctor’s prescribing behaviour [18]. Physicians consider several factors [5]. 

Therefore, gaining an understanding of how doctors make decisions is essential to enhancing health and 

lowering medical expenses [11]. Therefore, the objective of the study is to investigate the various marketing 

strategies employed by pharmaceutical companies between 2019 and 2023 that influenced doctors' prescribing 

behaviour and analyze their impact on prescription decisions, healthcare outcomes, and the trust dynamics 

between doctors, patients, and pharmaceutical companies. The study will focus on the role of medical 
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representatives as a key promotional strategy, examining the effectiveness of promotional tools, ethical 

considerations, and the influence of drug quality, promotional materials, and competitive market pressures in 

shaping physicians' decisions. Additionally, it aims to explore how these factors contribute to the rational or 

irrational use of medicines within healthcare systems across different regions and settings, providing 

actionable insights into optimizing ethical and effective pharmaceutical marketing practices. 

Method 

This study adopted a descriptive and interpretive approach, utilizing recent literature sourced from electronic 

databases including Google Scholar, PubMed, Emerald Insight, Mendeley, and Nepal Journals Online, 

covering the period from 2019 to 2023. The keywords used for article searches included Pharmaceutical 

Marketing, Medical Representative, Doctor's Decision, Prescribing Behavior, and Ethical concern. 

Selection Criteria 

Titles, abstracts, and research objectives were initially reviewed. Articles were included if they were published 

between 2019 and 2023, written in English, fully accessible, focused on factors influencing prescribing 

behaviour, and listed these factors in the findings. 

LITERATURE REVIEW 

Pharmaceutical Marketing Efforts and Doctor’s Decision to Prescribe   

With the rise of technology and digital media, the pharmaceutical sector is shifting from traditional methods 

like in-person meetings and conventions to modern approaches such as e-detailing, virtual conferences, and 

other digital tools [10]. Pharmaceutical marketing is increasingly shifting towards personalization, using 

technologies like artificial intelligence (AI) and machine learning to deliver customized content to both 

healthcare providers and patients. This approach aims to address individual needs, fostering better engagement 

and improving the effectiveness of marketing efforts. By personalizing communication, companies can ensure 

their messages are more relevant and impactful, ultimately enhancing their promotional strategies [42]. 

However, in the modern era, pharmaceutical marketing will not replace medical representatives but rather 

empower them to perform their roles more effectively, enhancing their productivity and fostering synergistic 

outcomes [10]. 

Pharmaceuticals are important for improving quality of life. Their use is increasing due to more cases of age-

related and chronic diseases and changes in medical practices. This growing demand has led to steady growth 

in global pharmaceutical market revenues [16]. The World Health Organization (WHO) provided its guidance 

on pharmaceutical marketing ethics in the "Ethical Criteria for Medicinal Drug Promotion", which was 

adopted in 1988. The World Health Organization (WHO) defines pharmaceutical marketing as: “Any 

activity undertaken by the manufacturer or distributor of pharmaceuticals to promote the prescription, supply, 

purchase, and/or use of medicinal drugs. This includes advertising, sponsorship, and any other forms of 

promotion aimed at healthcare professionals or the public." Likewise, pharmaceutical marketing refers to the 

strategies that pharmaceutical companies use to promote their products to both healthcare professionals and 

consumers. Interactions between pharmaceutical companies and prescribers have increased and diversified, 

but current regulations do not fully address these modern promotional practices [29]. 

Physicians' prescribing decisions are multifaceted and influenced by a variety of factors. In this study, 

physicians identified drug-related attributes, including efficacy and safety, as highly significant in their 

decision-making process when transitioning from prescribing one medication to an alternative [3]. Numerous 

studies from the past have identified pharmaceutical companies' marketing efforts as one of the most 

influential factors. [19];[6];[9];[2];[38]. Similarly, a significant determinant of doctors' prescribing behaviour 

is the influence exerted by pharmaceutical companies [33]. According to the study, a notable rise in drug 

prescriptions was observed in the months following the marketing activities by pharmaceutical companies. 
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Likewise, the study of [31] demonstrated that sixty-two per cent of doctors acknowledge being influenced by 

the promotional strategies of pharmaceutical companies. Pharmaceutical companies promote their drugs 

through various marketing activities like providing free drug samples, offering high-value and low-value gifts, 

sponsored travel, funding continuous medical education programs, and medical detailing [2]. Moreover, visual 

aids, leaflets/brochures, and various audio-video resources are some of the ways adopted by pharmaceutical 

companies to promote their medicines [20]. Pharmaceutical companies typically employ various marketing 

tools, including product samples, product literature, and product-related giveaways. They promote their 

products by sharing information and offering gifts or payments to clinicians. Information sharing includes 

visits by medical representatives, ads in journals, emails, social media, sponsored talks, and training programs. 

Gifts and payments include free samples, meals, travel costs, conference fees, honoraria, research payments, 

ghostwritten articles, and support for patient education or clinic staff [29]. They often pay doctors as part of 

their marketing. These payments can be money for consulting or speaking or gifts like meals. There are 

concerns that these payments may unfairly affect doctors' decisions [29]. Additionally, Medical Representative 

(MR) play a crucial role in directly promoting products to prescribers [31]. A study was conducted by reference 

[2] to identify the impact of social and behavioural theories and doctor’s prescription behaviour. A total of 

984 responses from doctors were collected from urban centres of Pakistan using a structured questionnaire. 

The study's findings demonstrated that marketing efforts had a strong positive and significant influence on 

doctor’s decisions to prescribe. The study found that marketing efforts, such as sales promotions and the 

availability of drug information, were directly associated with doctors' prescribing decisions, while the 

characteristics of the drugs themselves did not have a significant impact. In the same vein, sponsorships for 

international conferences, personal tours, and personal gifts are three key promotional tools for encouraging 

doctors to generate prescriptions [39]. A similar study was conducted by [22] to examine the impact of 

pharmaceutical companies' marketing efforts on doctor’s prescribing behaviour in the Lebanese 

pharmaceutical market. The study was quantitative, and 282 questionnaires were collected from Lebanese 

practising physicians from two different hospitals. Non-probability, quota and convenience methods were used 

for the study. The study considered ten primary promotional methods used by pharmaceutical companies that 

influenced physicians' prescribing behaviour. According to the study, visits of medical representatives, free 

drug samples and participation in continuous medical education were the most influential promotional tools 

used by pharmaceutical companies. This study demonstrated that Lebanese physicians significantly shift their 

drug prescriptions from one company to another, indicating that their prescribing behaviour is strongly 

influenced by pharmaceutical marketing strategies. 

The pharmaceutical industry employs several strategies like interaction with MR, including funding medical 

associations, educational programs, research and medical conferences. Furthermore, key opinion leaders are 

often hired to promote specific products. Such practices may lead to inflated claims about a drug’s efficacy 

and safety, encourage off-label use, lower disease diagnosis thresholds, or spread unverified information about 

disease prevalence [21]. Likewise, reference [24] conducted a study using 100 self-administered 

questionnaires from doctors practising in different specialities. The study confirmed that doctors did show 

interest in promotional activities led by pharmaceutical companies. Approximately seventy-eight per cent of 

doctors preferred patient-oriented activities, which aim to help patients better understand their disease 

conditions, while the remaining twenty-two per cent favoured practice-oriented activities, designed to enhance 

doctors' expertise and improve clinical practice. The study further validated the critical role of customer 

relationship management, emphasizing the importance of detailing MR, medical camps, and continuous 

medical education as key factors significantly shaping doctors' prescribing behaviour. A similar, study was 

carried out by [18] to examine the influence of pharmaceutical marketing mix strategies on physician’s 

prescribing behaviour in hospitals, in Dessie, Ethiopia. A cross-sectional mixed-method study was conducted 

with 136 physicians working in two public and three private hospitals. A purposive sampling method has been 

used for the study. The findings of the study revealed that eighty-three per cent of doctors agreed that their 

prescribing behaviour is influenced by their perception of promotional strategies. Frequency of visits to MR, 

company-sponsored events, information from the promotional brochures, invitations to visit the 

pharmaceutical plant, and the country of the manufacturer were among the top five strategies that influenced 

doctor’s prescribing behaviour. In the same vein, the study of [5] concluded that the frequency of visits of 
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MRs was the top-rated marketing strategy used by pharmaceutical companies followed by personal 

relationships, quality of medicines, skilful detailing and reputation of the company. Moreover, [22] concluded 

that doctors consider visits by medical representatives, drug samples, company involvement in continuing 

medical education conferences, and sponsorship for travel and personal tours as the most influential 

promotional tools. 

Similarly, a study was conducted by [3] to determine the role of pharmaceutical marketing in prescribing 

decisions in a developing country. The study was quantitative and a structured questionnaire was used to 

conduct the research with 602 respondents. The study concluded that physicians’ exposure to company-direct 

sources of information is positively and significantly related to their prescribing decisions. Physicians 

identified drug-related factors or attributes, interactions with medical representatives (MRs) in cases where 

they received low-value promotional items, and direct information from pharmaceutical companies as highly 

influential in their decisions to switch from prescribing one medication to another. Additionally, motivational 

factors were found to have the strongest predictive influence on physicians' prescribing behaviour. 

Reference [8] conducted a study to examine the influence of pharmaceutical promotion on prescribers in the 

private healthcare sector in Jordan. The study was cross-sectional, and quantitative and applied the Eisenberg 

model of physician decision-making to evaluate factors influencing physicians’ prescribing practice. 

Descriptive statistics and multiple regression methods were used to investigate the factors. The sample size 

undertaken for the study was 310. The study concluded that years of experience and participation in drug 

committees were significantly associated with a high impact of marketing activities on physicians’ prescribing 

practices. Likewise, the majority of physicians agreed that pharmaceutical education offers valuable insights 

into new products. However, sixty-six per cent of doctors felt that lectures sponsored by pharmaceutical 

companies are often biased in favour of the sponsors' products. Among the various marketing strategies used 

by pharmaceutical companies to influence physicians' prescribing practices, visits by medical representatives 

(MRs) were reported by physicians as the most influential tool [6]. 

1. Medical Representative: A Key Promotional strategy  

A medical representative in pharmaceutical marketing is called a medical representative [26]. They are 

“information providers” [6]. According to reference [10] MRs work as a link between pharmaceutical 

companies and doctors. They share product information, make sure medicines are available in stores, and 

encourage doctors to prescribe their products. Their main tasks include getting prescriptions, meeting customer 

needs, and collecting market information. Likewise, MR is a professional employed by pharmaceutical 

companies to promote their products to healthcare providers, including doctors, pharmacists, and nurses. They 

act as intermediaries between the company and healthcare professionals, providing product information, 

building relationships, and driving sales. MRs often engage in direct meetings, presentations, and follow-ups. 

This role requires strong communication skills, in-depth product knowledge, and the ability to maintain 

effective professional relationships (Indeed, 2024). The sales team is organized with MRs at the base, followed 

by area, regional, and zonal managers, sales managers, and the vice president of sales at the top. 

Pharmaceutical companies hire and train medical representatives (MRs) to promote and sell pharmaceutical 

products. This training typically involves equipping MRs with printed academic literature, drug samples, and 

promotional gifts to aid in their communication with doctors. These resources are used to provide detailed 

information about products, influence prescribing practices, and foster relationships with doctors. Medical 

representatives are important in managing promotional activities in the pharmaceutical industry. Unlike 

traditional salespeople, they do not directly sell or advertise products to customers [29]. Medical 

representatives are a very useful link in pharmaceutical marketing [10]. Pharmaceutical businesses commonly 

employ various marketing and promotional strategies, with one of the most prevalent being the use of MRs to 

engage with doctors and influence their prescribing behaviour in favour of specific products [38]. Face-to-face 

visits by MR are the primary promotional method influencing doctors' prescribing decisions, as they help build 

strong relationships between doctors and representatives [6]. Physicians hold differing views on 

pharmaceutical promotional strategies. Many regard regular visits from medical representatives as the most 
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effective promotional approach [29]. Direct communication between doctors and pharmaceutical companies, 

mediated by MRs, remains a critical and efficient channel for information exchange [27]. MRs were well-

trained and encouraged to build personal relationships with doctors through regular interactions [16]. 

Likewise, pharmaceutical companies provide medical representatives with regular training to keep them 

updated on products, diseases, and research, ensuring they can effectively support the business [6]. Medical 

representatives usually promote their products through personal selling, offering free medicine samples, 

sponsoring national and international conferences, supporting continuous medical education (CME) programs, 

and providing gifts ranging from low to high value to persuade physicians to prescribe [1]. Frequent visits 

were found to help doctors develop a positive attitude toward MRs [17]. The study indicated that MRs were 

trained to make between fewer than 5 to more than 15 visits per day to the doctors. Moreover, according to 

the study conducted by [3], physicians interact with an average of seven medical representatives per week. 

Research was conducted by [39] to study the effectiveness of promotional tools used by medical 

representatives to generate product prescriptions from doctors in the Pakistani pharmaceutical industry. A 

sample of 100 medical representatives of the top five national pharmaceutical companies were randomly 

selected from Karachi to fill out the survey questionnaire. The survey received mixed reactions: fifty-two per 

cent of MRs believed that regular visits to doctors strongly and positively influence product prescription 

generation, while forty-eight per cent felt that regular visits were not very helpful in driving prescriptions. 

Also, according to [7] doctors tend to rely more on information provided by medical representatives, and 

pharmaceutical-sponsored workshops rather than using other sources like medical journals. This is particularly 

common in less developed and developing countries, where company representatives are often the primary 

source of information on new medicines and treatments. Likewise, a cross-sectional and quantitative study 

was conducted by [6] to study the attitude and acceptability towards medical promotion tools and their 

influence on physician’s prescribing behaviour. According to the study, MRs primarily emphasized the price 

and brand name of the product and frequently presented accurate information during medical 

detailing.  Moreover, the most common marketing tools offered from medical representatives’ drug samples 

and invitations for lectures accompanied by dinner. Also, [15] explored in their study that doctors obtain 

information about new drugs and the latest therapies from MR, who provide them with details about recently 

launched medications. Doctors often rely on this information when making decisions to prescribe these new 

drugs to their patients. 

According to [34] developing a strong field force with comprehensive knowledge is the main factor in 

persuading a doctor. The author further adds that the objective of marketing communication should be to 

convince the doctor of the drug’s superiority and advantage over the current line of treatment. According to 

reference [10], each MR should ideally be regular, sincere in claims, provide concise detailing, and 

demonstrate good education, strong product knowledge, courtesy, personality, and effective salesmanship. 

According to the author, doctors felt that MR strongly influenced their prescribing decisions. However, the 

study also highlights the increasing dissatisfaction among doctors with medical representatives. To address 

this, experts suggest using a personalized communication strategy based on doctors' experience levels to build 

their loyalty [27]. Also, the main role of medical representatives is to provide doctors with information about 

drugs to help them make informed decisions. While they are expected to support physicians in choosing the 

most appropriate medications, they often emphasize the benefits of the drugs and give less focus to their 

potential side effects. This may lead to misuse and abuse of drugs [28]. 

A primary reason physicians meet with MRs is to obtain free samples. The incentives provided by MRs have 

rapidly strengthened the sales of pharmaceutical companies [13]. Providing samples is closely connected to 

visits from medical representatives. These visits encourage doctors to try new medications, while samples help 

maintain ongoing prescriptions. Generally, only the most profitable drugs are provided as samples [16]. 

Promotional strategies, combined with frequent visits by medical representatives to doctors, positively 

influence their prescribing behaviour [38]. This incentive ranges from small-value gifts to high-value gifts. 

The study of [17] believes that many physicians view free samples positively, often stocking them to provide 

to patients who cannot afford to pay for medicine. The doctors stated that samples, rather than medical 
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literature, were more beneficial [10]. To achieve sales targets, MR adopts various promotional strategies, 

including the distribution of drug samples featuring the names of targeted drugs. These efforts are intended to 

subtly embed the names of these drugs in the prescribers’ subconscious, potentially influencing their 

prescribing decisions [17]. According to reference [22] doctors identified visits from medical representatives 

and the provision of drug samples as the most effective motivational tools. The results indicated that the 

majority of physicians utilize free samples to treat their patients [6]. 

Doctor’s use of drug samples has been debated [4]. A study by [16] challenges earlier findings by showing 

that patients with financial difficulties are the least likely to receive medication samples. Pharmaceutical 

marketers often promote samples as a low-risk approach to address diagnostic uncertainty, but there is no 

evidence supporting their role in aiding diagnosis. Instead, the study concludes that providing samples is not 

a charitable activity but an effective marketing strategy for pharmaceutical companies. Samples are seen as an 

easy way to handle diagnostic uncertainty because they can reduce physician anxiety and create reliance on 

sample supplies. However, there is no proof that they help with diagnosis [4]. 

Reference [17] states that gift-giving creates a sense of obligation in many health professionals, leading them 

to accept visits from medical representatives and be receptive to their messages. Moreover, according to the 

author, doctors often mistakenly believe they are unaffected by promotion indicating that they might have 

limited training in distinguishing ethical from unethical promotional practices. Likewise, according to the 

study by [39], eighty-three per cent of MRs considered personal gifts as a means to encourage product 

prescriptions by doctors, while only seventeen per cent did not view personal gifts as important for generating 

prescriptions. A study conducted by [22] on Lebanese physicians showed that more physicians view accepting 

low-cost gifts as ethical compared to those who do not. However, only the continuous provision of such gifts 

during every visit by MR is viewed as unethical by the majority. The results revealed a subtle perspective 

among physicians regarding the ethics of accepting promotional gifts from medical representatives. A 

significant proportion, of the doctors perceived the acceptance of low-cost gifts as an acceptable and ethical 

practice, suggesting that such items are often viewed as minor incentives that do not compromise their 

professional judgment. However, when these gifts are provided consistently during every visit by medical 

representatives, a notable majority of physicians regarded this practice as unethical. This indicates a concern 

that the repetitive nature of gift-giving could create undue influence or a sense of obligation, potentially 

compromising the impartiality of their prescribing decisions. Moreover, the study of [15] revealed that when 

physicians receive information and knowledge about new drugs from medical representatives, particularly 

when accompanied by tangible incentives, they develop more favourable attitudes toward the MRs and the 

medications they promote, which, in turn, influences their prescribing behaviour. Likewise, doctors considered 

low-value promotional items provided by pharmaceutical companies to be highly influential in their decisions 

to switch from prescribing one medication to an alternative [3]. 

CONCLUSION AND FUTURE RECOMMENDATIONS 

The role of pharmaceutical marketing, particularly the efforts of medical representatives (MRs), remains 

pivotal in influencing physicians' prescribing behaviour. The evidence highlights that marketing strategies 

such as personal visits by MRs, distribution of drug samples, sponsorships, and promotional gifts are highly 

effective in shaping doctors' decisions. MRs serve as essential links between pharmaceutical companies and 

healthcare professionals, ensuring the delivery of targeted promotional messages and fostering long-term 

relationships. However, concerns about ethical boundaries and the potential bias introduced by marketing 

efforts underline the need for balanced and transparent interactions. 

The studies reviewed demonstrate that: 

1. Influence of Promotional Strategies: Marketing efforts, including MR visits, drug samples, and 

sponsorships, significantly impact prescribing behaviour. While these efforts are effective in driving 

sales, they also raise ethical questions about undue influence. 
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2. Role of Drug Attributes: Although promotional strategies are influential, drug-related factors such as 

efficacy and safety remain critical determinants in prescribing decisions. 

3. Ethical Concerns: Physicians often acknowledge the influence of low-cost gifts and samples but 

express concerns when such practices are persistent and create a sense of obligation. 

4. Regional Variability: The influence of marketing efforts varies across countries and healthcare 

settings, with developing regions often relying more heavily on MRs as primary sources of 

information. 

Future Recommendations: 

1. Strengthen Ethical Guidelines: Pharmaceutical companies and healthcare institutions should 

collaborate to reinforce ethical standards in marketing practices. Continuous medical education (CME) 

programs should focus on training physicians to identify and manage potential biases. 

2. Focus on Value-Based Promotion: Companies should emphasize the value of their products through 

evidence-based marketing, prioritizing transparency and comprehensive drug information over 

material incentives. 

3. Leverage Digital Marketing: With advancements in technology, pharmaceutical companies should 

integrate digital tools, such as e-detailing and virtual conferences, to provide accessible and unbiased 

information to healthcare professionals. 

4. Monitor and Evaluate Impact: Regulatory bodies should monitor promotional activities and their 

effects on prescribing patterns to ensure they align with ethical practices and benefit patient care. 

5. Customized Approaches: Tailor marketing strategies based on regional needs and physicians' 

experience levels to build trust and loyalty while maintaining professional integrity. 

6. Empower MRs with Knowledge: Continuous training for MRs is essential to ensure their messaging 

is precise, evidence-based, and focused on the therapeutic benefits of the products rather than solely 

on promotional incentives. 

By adopting these recommendations, the pharmaceutical industry can balance the need for effective marketing 

with ethical practices, fostering trust among healthcare professionals while ensuring optimal patient care. 
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